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Visa’s vision is for 
consumers to be 
able to pay for 
goods and earn 
rewards and of-

fers in one transaction, with-
out the need for multiple loy-
alty cards.

“Visa is the leading pay-
ments company globally,” 
said Visa’s Ireland Country 
Manager, Philip Konopik. 

“We provide the technology 
behind the cards you get from 
banks and based on anony-
mised aggregate spending 
data, we’re able to help busi-
nesses understand consumer 
behaviour. 

“We are the principal 
component in the digital-
isation of payments and we 
are effectively creating a lot 
of data which can be lever-
aged by merchants to create 
new experiences tailored to 
consumers. In an increasingly 
competitive business envi-
ronment, loyalty is key for 
any organisation’s long-term 
success, with all companies 
challenged to retain, grow and 
expand their customer base.”

Almost every shop you 

visit will offer you a loyalty 
card or scheme to reward you 
for your business and for al-
lowing them to get to know 
more about you and your 
behaviour. But having a col-
lection of loyalty cards in your 
wallet means that you might 
not use them on every trans-
action. You can’t earn loyalty 
points on the transaction and 
the retailer is missing out be-
cause they can’t reward you.

Visa is working on ways to 
make customer loyalty more 
convenient. “Loyalty pro-
grammes are ever-evolving 
and Visa imagines a world 
where consumers can com-
bine multiple loyalty cards 
behind their Visa transac-
tions,” said Konopik. “The 
consumer never misses out 
on a reward and the merchant 
knows exactly what consum-
ers are doing and how they are 
behaving.”

The company has already 
introduced Visa’s ‘Card Linked 
Offers’ platform, an incentive 
that offers cashback rewards 
to participating cardholders 
in partnership with a number 
of Irish banks - Permanent 
TSB (GoRewards), AIB (AIB 
Everyday Rewards), Bank of 

Ireland (Live Life Rewards 
from Bank of Ireland), and 
Ulster Bank (Ulster Bank Re-
wards).

Visa ‘Card Linked Offers’ 
uses the payment technol-
ogy company’s transaction 
data to target consumers with 
personalised, relevant and 
simple money-back offers. 
Cardholders simply register 
their Visa debit card for the 
relevant scheme with their 
bank, to avail offers from a 
range of retailers and start 
earning cashback directly 
back into their bank account.

 “Cardholders love it as it’s 
simple to get started, with no 
need for vouchers or codes,” 
said Konopik.  

“All people need to do is sign 
up, link their Visa debit card 
and start earning cashback 
directly back into their bank 
account. All of the banks have 
put their own spin on the pro-
gramme but ultimately, it’s 
all powered by the same in-
frastructure. 

“Our role is to enable the 
data so the merchant can 
provide offers to specific 
segments, to engage new 
customers, or to re-engage 
former customers.” 

It is this transaction data 
technology that is changing 
the way retailers interact with 
customers on loyalty rewards. 
“We’re a couple of years into 
this process in the Irish mar-
ket,” Konopik said.

“As Visa cards account for 
over €1 in every €3 of con-

sumer spending in Ireland, 
the loyalty programmes we 
power are becoming ever 
more popular. It’s a win-
win-win for our clients, re-
tailers and consumers alike. 
Our clients can be seen to be 
offering their customers great 
value. Retailers benefit from 

increased customer loyalty, 
and only pay when a sale is 
made. Consumers get to avail 
of great cashback offers from 
the brands they love via a 
seamless experience.”

Visa is the leading sponsor 
of the Irish Loyalty Awards. 
“We think that the Irish Loy-

alty Awards is a great initia-
tive and something that was 
missing here,” Konopik said. 
“The Awards are an opportu-
nity to showcase great loyal-
ty schemes and we are very 
supportive of this. 

“There are a lot of initia-
tives going on globally but it’s 

very worthwhile highlight-
ing those in the Irish market 
too – it leads to a stronger 
ecosystem and encourages 
innovation. 

“As a payments technology 
company, loyalty is key for us 
in terms of supporting digital 
commerce.”

Keeping it 
simple is Visa’s 
main aim

Move over loyal-
ty cards: loyalty 
apps are instant 
and more ef-

ficient for the retailer and 
shopper. “We’re very proud 
that we were the first to 
launch a loyalty app here in 
Ireland,” said Ray Kelly, mar-
keting director of SuperValu. 

“Our loyalty app has been 
downloaded 300,000 times. 
It’s a more modern way of 
doing things. The app makes 
customer loyalty and rewards 
easier to manage and we can 
give our customers points 
and vouchers at the push of 
a button.”

“Ninety per cent of Irish 
adults signed up to some loy-
alty programme,” said Kelly. 
“They’re important because 
consumers want to be rec-
ognised by brands they do 
business with, but equally 
they are our way of saying 
thank you to shoppers. The 

data from cards helps us to 
service shoppers better, on 
a macro level and on a per-
sonal level as we are able to 
personalise our offers.”

SuperValu currently has 1.3 
million members with loyalty 
cards. They earn points for 
every purchase they make 
and can also earn points 
when they pay bills with 
SuperValu’s partners. 

“We will continue to work 
on our app and make it more 
innovative,” said Kelly. “We 
will be offering our custom-
ers vouchers through that 
channel with existing part-
ners, like Electric Ireland and 
Eir. We will be announcing a 
very exciting new partner-
ship soon.

“We are a leader in the 
loyalty space. It’s great to 
be involved as the category 
sponsor at the Irish Loyalty 
Awards – loyalty really is the 
future of marketing.”

Cards are out, 
apps are in for 
SuperValu

T
he Irish Loyalty 
Awards (ILA) 2020 
are on course to be-
come the premier 
platform for excel-
lence and achieve-
ment in the loyalty 

industry for Irish companies. Fol-
lowing on from the highly success-
ful launch in 2019, organisers are 
expecting to see a record number 
of entries and a packed-out event 

at the awards ceremony on March 
12, 2020 at the Intercontinental 
Hotel in Dublin. 

“Irish businesses are now under 
constant pressure to meet custom-
er expectations with exceptional 
experiences,” said Marian Kelly, 
co-organiser of the event with 
Eileen McGuinness. 

“The Awards recognise brands 
that deliver beyond the complex 
rewards systems and have con-

tinued evolving their loyalty pro-
grams, strategies and technologies 
to offer tangible value which is 
something truly unique to cus-
tomers.

“Customer loyalty has never 
been so important in Ireland; the 
support and excitement in the 
loyalty community is evidence of 
this” said Kelly. “We are thrilled to 
have Visa as lead sponsor again, 
together with our frontline and 

category sponsors. It is testament 
of the support in the industry for 
this Award programme and the 
importance of loyalty to business.” 

The Awards will recognise best 
in class, said McGuinness. “The 
concept of loyalty is constantly 
being challenged and adapted to 
suit changing consumer needs. 
Drivers of loyalty among shop-
pers today run much deeper than 
a transaction or offer. Brands are 

now forging loyalty by creating 
experiences that engage customers 
on an emotional level as well as a 
transactional one.”

Entry to the Irish Loyalty Awards 
2020 is now open to all businesses 
on the island of Ireland that have 
loyalty at their heart. Entries are 
welcomed from all companies, 
brands, agencies and loyalty tech-
nology providers, irrespective of 
size or profile.

The Irish Loyalty Awards 2020 
see the induction of some exciting 
new categories designed to reflect 
the loyalty shift and business mod-
els currently in practice in today’s 
marketplace. ILA judges are ex-
pecting to see entries who have 
embraced these shifts combined 
with the creativity and ingenuity 
of loyalty teams to thank, reward 
and communicate with customers 
in innovative ways. 

Organisers are particularly ex-
cited about the local Community 
Loyalty Programme of the Year - 
a new category for 2020. “Small 
businesses are the backbone of this 
country, often bringing commu-
nities together and creating jobs, 
and we are delighted that 2020 
will reward and recognise the ef-
forts of groups who are building 
loyalty at a community level,” said 
McGuinness.

Awards set for pride of place in industry calendar

AXA setting great 
store by loyalty
Ireland’s largest insurance 
company AXA is delighted 
to sponsor the Irish Loyalty 
Awards, as it believes re-
warding customers is the 
key to true partnership.

AXA Plus is its 
award-winning loyalty 
programme. Running since 
2006, it is the first loyalty 
progamme by an insurance 
company in Ireland and 
brings customer commit-
ment to life in addition to 
the usual claims and emer-
gency situations.

“At AXA, we are con-
tinuously improving our 
customer experience and, 
as a result, have very strong 
customer retention rates,” 
said Antoinette McDonald, 
customer experience direc-
tor. “AXA Plus means that 
they get more from us than 
just great insurance cover. 

“In addition to unique 
covers, like Lifetime Pro-
tected NCD, for longstand-
ing customers and rewards 
for holding more than one 
product or partner deals to 

support learning to drive 
safely or protect your 
home.” 

All AXA customers re-
ceive a free AXA Plus loy-
alty card on joining, which 
allows them access to spe-
cial deals on non-insurance 
benefits include fashion, 
ferry travel, fuel and hotel 
breaks.

“Having a great loyalty 
programme means more 
than just savings for AXA 
customers, as it allows AXA 
to engage with our custom-
ers beyond the standard in-
surance relationship and 
to support them in key life 
moments.”

McDonald says custom-
ers don’t expect to interact 
with an insurance com-
pany beyond payments, 
policy amendments and 
claims and that is what 
makes AXA different. 

“AXA Plus is a simple 
thank you for choosing 
AXA and another way we 
show that we can help our 
customers go further.”

Gift Innovations 
‘a great fit’
Gift Innovations offers in-
novative solutions to help 
organisations recognise 
employees and build cus-
tomer loyalty. 

“Our rewards and rec-
ognition programmes are 
aimed at large national and 
international companies, 
and increasingly local com-
panies too,” said Dr Paul 
Gadie, managing director. 

“We source and supply 
international premium 
brands like Sony, Sam-
sonite and Garmin, as well 
as Irish-designed and made 
products like Garrett Mallon 
Jewellery and Louis Mulca-
hy Pottery.

“Organisations trust us 
with their service awards 
programmes. We help to 
make their celebrations 
into memorable events for 
everyone in the organisa-
tion.” 

Gift Innovations recently 
launched a range of brand-
ed promotional products. 
They range from tech prod-
ucts (Bluetooth speakers, 
USB sticks or wireless 

phone chargers) to pens, 
notebooks and cups.

The company also sup-
plies and designs corporate 
gifts and awards. “Awards 
include bespoke pieces and 
off-the-shelf awards, en-
graved with your logo and 
message,” said Gadie.

“We are constantly ex-
panding our range of brands 
and gifts,” said Meghan 
Harrass, operations man-
ager. “We developed a 
secure online portal, Re-
wardNet, our points-based 
solution, which allows em-
ployees to see and choose 
the gifts they like. These are 
delivered to their company 
or home address, in Ire-
land, Britain and Europe. 
We also recently opened a 
large showroom for our B2B 
clients.”

Gadie added: “We are a 
great fit for the Irish Loyalty 
Awards. We are all about 
enabling companies to 
say a meaningful, tangible 
thanks to staff for their hard 
work, and to build loyalty 
with customers.”

Visa’s Ireland country manager, Philip Konopik
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Irish Loyalty Awards 2020

Entry is now open to all companies
 with customer loyalty at the

 heart of their business.

Visit www.irishloyaltyawards.ie
Deadline 17 December 2019

ACD’s card is 
well marked
ADC Plasticard’s 

20,000 square feet 
state-of-the-art 
facility can pro-

duce over 50 million plastic 
cards each year. The chanc-
es are that at least one card 
produced in their factory is in 
your wallet right now.

“Loyalty programmes real-
ly took off during the reces-
sion, as businesses recognised 
the need to get closer to their 
customers and understand 
buying patterns,” said Elea-
nor Gaire, sales and marketing 
director. 

“We were well-positioned 
to assist retailers as they 
launched new loyalty pro-
grammes, and our customers 
wanted an Irish-based card 
manufacturer.”

ADC Plasticard has been 
in business for 17 years and 
manufactures cards from 
scratch. 

“We take a whole range 
of raw materials and turn it 
into loyalty cards,” said Gaire. 
“We’re very fortunate to have 
clients like Brown Thomas, 

Arnotts, Eason and Kilkenny 
Design. They have been very 
loyal customers over the years 
and having a manufacturer 
nearby allows them to replen-
ish stocks very quickly.”

Loyalty programmes are 
very front-loaded, and imple-
mentation is really important. 
“We’re invited in very early in 
the process, when the com-
pany is looking at designing 
the programme,” said Gaire. 
“We travel regularly to keep 
abreast of industry trends 
because our clients rely on 
us to know our business and 
to produce innovative design 
and manufacturing tech-
niques.”

Gaire said that it was im-
portant for the company 
to support the Irish Loyal-
ty Awards this year as the 
manufacture of loyalty cards 
remains a significant part of 
their business. 

“It’s vital to highlight best 
practice in the industry so that 
smaller independent retailers 
can compete with online sup-
pliers,” she said.

Cardholders love 
it as it’s simple to 

get started, with no 
need for vouchers or 

codes


